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Abstract: 
Web based booking has turned out to be increasingly well known strategy to offer 
travel items and is broadly acknowledged in created nations. Despite the fact that this 
idea has been presented in Vietnam for as far back as couple of years, there are half of 
air tickets is sold online right now. There are different inquires about led concentrating 
on the elements impacting individuals goal to receive internet booking. Be that as it 
may, there are very few looks into concentrate on the expectation to attempt web based 
booking. This aim to attempt is essential since individuals prefer to attempt in the first 
place, at that point they will assess their trial encounter, thus, embrace or reject web 
based booking innovation. In this way, this exploration stresses on discovering factors 
that impact individuals aim to attempt web based booking. Then again, there is a 
critical number of web clients have changed to cell phones and tablets as their real web 
association gadgets. Therefore, this exploration is likewise concentrate on discovering 
the contrasts between each kind of web association gadgets on web based booking trial 
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choice. The overview has been created in view of concentrated survey of written works 
identified with internet booking; web based shopping, reception speculations, customer 
practices. The polls have been appropriated and the information has been prepared 
utilizing SEM-PLS to decide the connection between factors that impact Vietnamese aim 
to attempt web based booking. Therefore, this examination is required to have critical 
commitment in both hypothesis and reasonableness. As far as hypothesis, this 
exploration effectively provided the model that exhibit the expectation to attempt 
internet booking which is seldom talked about in past inquires about. In term of 
reasonableness, this exploration gives a general bits of knowledge of Vietnamese online 
booker trademark for online travel organization working in Vietnam keeping in mind 
the end goal to enhance their business execution. 
 
Keywords: online booking trial, e-commerce trial, Vietnam tourism industry 
 
1. Introduction 
 
There are numerous applications for web based business in the business these days. 
Hung et al (2011) recommend that web based business brings the new open door for set 
out offices to grow their business in light of the fact that the explorers tend to utilize 
web for examining data of their excursions. As indicated by Anonymous (2010), 51% of 
travel customer examines the lodging on the web. Subsequently, just 17% of them book 
lodging room disconnected in the wake of exploring, the rest pick internet booking 
alternative. What's more, Gupta et al (n.d) calls attention to the inspiration for obtaining 
on the web is looking costs on the web and air ticket is one of the items that persuade 
individuals to change from customary appropriation channel to online dissemination 
channel (83%). Moreover, online travel organizations have the capacity of bringing 
down their cost and developing the association with their clients (Hung et al, 2011).  
 As indicated by Anonymous (2014), Expedia which is an online travel 
organization has turned into the world's greatest travel office. In 2013, the aggregate 
income from internet booking was 278 billion US dollars. At present, web based 
booking is accounted 43% of travel deals in North America and 45% in Europe. Web 
based booking market is anticipated to bring 24% up in 2015 on account of the reception 
of web based booking in China which contributes 30 billion US Dollar to the aggregate 
income (Anonymous, 2014). In 2014, Pacific Asia nations has burned through 365 
billions dollars on web based booking, the quantity of online voyagers additionally 
expanded from 74 millions (2014) to 77 millions (2015) (Mest, 2015).  
 As of now, Vietnam has more than 30 millions web clients out of 91.5 million 
populace and 73% of these clients are utilizing web ordinary (unknown, 2012). As per 
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Vietnam E-business and Information Technology Agency (VECITA) (2013), there are 
57% of web client in Vietnam channeled internet business with the normal spending is 
145 US Dollar for each individual every year. This report additionally call attention to 
25% of web clients purchase their air ticket on the web, and 25% of them book lodging 
room/visit on the web (VECITA, 2014).  
 In rundown, internet business advancement on the planet is growing quickly 
since the most recent 5 years. Web based business has numerous ramifications in 
various plans of action. In tourism industry, internet business has made an awesome 
open doors for make a trip organizations to achieve their potential clients to build their 
deals. Thus, there will be 77 a huge number of explorers book their trek online as 
opposed to booking from conventional travel organizations. The fame of web based 
booking is not occurring in North America and Europe as it were. There is a centrality 
development of this innovation in Pacific Asia nations, for example, China, Japan, 
Singapore and even some creating nations in South East Asia, for example, Vietnam, 
Indonesia, Malaysia, Thailand, and Philippines. In ASEAN locale, air tickets and inn 
rooms are well known items sold on the web, and Vietnam has 25% of online customers 
has picked web based reserving for inn rooms and air tickets for their excursion. 
Despite the fact that there is an extensive number of web clients in Vietnam have 
changed to web based booking, nonetheless, there are 75% of regardless them pick 
customary booking technique. The following piece of this part will examine about the 
web based booking issues in Vietnam.  
 Subsequently, his exploration goes for discovering Vietnamese clients' 
recognition about internet booking and which factors propelling them to attempt this 
online business demonstrate. As the outcome, organizations offering web based 
booking administrations for travel related items can comprehend their clients better and 
enhance their client administration and experience. There are four particular targets of 
this examination as following:  
 To recognize the variables that make Vietnamese web users delay to attempt 
internet booking.  
 To look at which factors urging Vietnamese to attempt web based booking  
 To give appropriate recommendations to online travel organizations to enhance 
their notoriety and acquire clients. 
 
2. Literature Review 
 
2.1 Diffusion of Innovation Theories (Rogers, 1983) 
A person can decide to adopt or reject an innovation, however, most of them have to go 
through the Innovation – Decision Process described by Rogers (1983) as following: 
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Figure 1: Innovation – Decision Process 
Source: Rogers (1983, p. 165) 
 
 Sahin (2003) clarified the five stages of this procedure as following:  
• Knowledge: A man finds out about the presence of the advancement through 
looking for data identified with it. The learning has been isolated into three 
classes:  
o Awareness – Knowledge: This kind of information identified with an 
individual learning about the presence of the advancement. On the off chance 
that they think about it, they may attempt it.  
o How-to-Knowledge: This sort of learning identified with a person's capacity 
to utilize this development effectively. Rogers (1983) propose this sort of 
learning is imperative since the appropriation rate of an advancement will be 
higher on the off chance that an individual know how to utilize it accurately.  
o Principle – Knowledge: Knowledge identified with how and why the 
advancement functions. Numerous advancement are embraced without this 
learning, in any case, the abuse of the development may bring about its 
discontinuance.  
• Persuasion: This stage is happen when a man mentally includes in the 
development and effectively looks for its data. That individual may have positive 
or negative towards the development (Sahin, 2003). Amid this stage, an 
individual may rationally apply the development in their present or expected 
future before choosing to attempt it or not (Rogers, 1983). Amid this stage, there 
are five qualities of the development are inspected:  
o Relative advantages: It is the degree that the development is seen as prevalent 
as the one it replaces. The relative favorable position can be identified with a 
lessening of inconvenience, monetary productivity, a sparing in time and 
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exertion, the quickness of the reward, low introductory cost, increasing 
economic wellbeing, and so on. (Rogers, 1983).  
o Compatibility: It is the degree that the advancement is seen as compatibility 
with social esteems and conviction, already presented thoughts, and the 
necessities of the potential adopters. In the event that the inconsistency with 
these components happens, the advancement selection rate will be lower or 
even rejected (Rogers, 1983).  
o Complexity: It alluded to the advancement's trouble level in comprehension 
and utilizing (Rogers, 1983).  
o Triability: It is the degree that the advancement might be accessible for 
attempting or testing. It is recommended that the trial procedure will 
divulged the instabilities about the advancement in adopters' brain. 
Accordingly, such advancement has more quick selection rate (Rogers, 1983).  
o Observability: It alludes to the extent that the development is obvious to 
other individuals in the general public (Rogers, 1983).  
• Decision arrange: This stage happens when an individual choose to receive or 
dismiss the development. It is proposed that the incomplete trial premise of an 
advancement will comes about the speedier selection. There are likewise two 
sorts of dismissal which are dynamic dismissal and aloof dismissal. Dynamic 
dismissal alludes to a person who has attempted the advancement, 
notwithstanding, that individual chooses to dismiss it. Inactive dismissal alludes 
to a person that never truly considers receiving the advancement (Sahin, 2003).  
• Implementation: The advancement is tried. Amid this stage, the client may 
require help from other individuals on the grounds that the instability is 
included in the dispersion procedure (Sahin, 2003). Rogers (1983) rises the 
requirements for re-innovation amid this stage. The development might be 
changed or altered by the clients during the time spent reception and usage 
(Sahin, 2003).  
• Confirmation: During this stage, a man looks for the data to help his/her choice 
about the development appropriation. The client can dismiss the development 
since they locate a superior swap for it or it execution are not fulfilled them 
(Sahin, 2003).  
 Vrechopoulos et al (2001) have recommended the purchaser reception choice and 
dissemination of advancement for online shoppers as following figure: 
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Figure 2: Consumer adoption decision and diffusion of innovation 
Source: Vrechopoulos et al, 2001 
 
This process is developed based on the innovation – decision process provided by 
Rogers (1983). The ‚Awareness‛ stage (1) of this model is equivalent with knowledge 
stage in Rogers’ model due to they all represent awareness knowledge suggested by 
Rogers (1983). ‚Interest‛ (2) and ‚Evaluation‛ (3) is suggested to replace Rogers’ 
‚Persuasion stage‛. The ‚interest‛ can be related to relative advantages since they offer 
many opportunities that may create the attitude towards the innovation (Rogers, 1983). 
Vrechopoulos (2001) suggests that Rogers’ ‚Decision‛ stage should be split into 3 
categories as ‚Rejection‛, ‚Purchase‛ and ‚Trial‛. This is sufficient because the users 
might try the product if they have trialbility. It is suggested that products that offer 
trialbility are easier to be adopted (Rogers, 1983). Stage (5), (6), and (7) are got the 
agreement between Rogers (1983) and Vrechopoulos (2001). 
 In synopsis, this exploration concentrates on discovering which factor that 
impact Vietnamese online customers to attempt internet reserving for voyaging, 
consequently, the learning stage, influence stage and choice stage are the real focus for 
researching this issue. As the objective populace is online customers so they may know 
about web based business. Subsequently, this examination will concentrate on the 
relative advantage, compatibility, complexity, triability, and observability. 
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2.2 Factors influencing the trial of online booking in Vietnam 
The escalated survey of writing has been directed after dissemination of advancement 
hypothesis and research led by VECITA (2015) with a specific end goal to discover the 
elements that impacting Vietnamese choice to attempt internet booking as following:  
• People influence: According to Rogers (1983), individuals' development 
appropriation has three sorts: discretionary advancement choice, aggregate 
development choice, and specialist development choice. Among these sorts, 
aggregate advancement alludes to the way a man embraces or rejects a 
development depending on the consensus among individuals from a framework. 
These kinds of individuals are characterized as collectivist and they are for the 
most part from Asian nations (Sun et al, 2004; Hisotugi, n.d.). Vietnam is an 
Asian nation so this issue ought to be considered in this exploration.  
• User interface: The many-sided quality of a development is one of the key factors 
that impact the choice to attempt it (Rogers, 1983). Site is the significant booking 
place for online voyagers so UI ought to be considered. There are many inquires 
about in view of TAM demonstrate (Davis et al, 1989) recommend that UI of the 
site is identified with perceived convenience of TAM show specified above 
which drives straightforwardly to aim to utilize (TAM display). Since this 
examination bases on TAM model to research the connection between UI and 
aim to attempt web based booking, factors that impact the internet booking 
identified with UI ought to be considered. As said above, there are many factors, 
for example, website speed, web search tool and route, enrollment process, 
correspondence and trust are identified with buyer basic leadership prepare 
amid web based obtaining. In this way, these variables ought to be explored 
precisely.  
• Promotion: Rogers (1983) states that advancement can accelerate the selection of 
a development. There are numerous advancement procedures that can accelerate 
dissemination of development, for example, spreading the learning and the 
relative points of interest of the development (Rogers, 1983); which is web based 
booking for this situation. Then again, Reid (2009) additionally recommends 
diverse methods, for example, vouchers, pamphlets, rebates, client reliability 
program, referral program, and sweepstakes as productive devices for web 
based booking. Likewise, Leung et al (2015) recommends that informal 
organizations is a standout amongst the most capable instrument to convey these 
advancement to clients these days.  
• Electronic Word of Mouth (E-WOM): Rogers (1983) brings up there are three 
sorts of individuals impact that rouse a man embracing another advancement as 
discretionary development – choice, aggregate development – choice and 
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specialist development – choice. Among these choices, aggregate advancement 
choice which is depicted as a man can settle on choice in light of the social impact 
from their companions, relatives, and even totally outsiders (Rogers, 1983). As 
the data innovation growing quickly in the previous couple of decades, there are 
many devices that enable individuals to impart their insight about travel items 
online, for example, Tripadvisor, Lonely Planet, and so on. (Duffy, 2015). It is 
demonstrated that many people have utilized these site for arranging their 
excursion or even book their get-away through these sites with a specific end 
goal to spare time and they put stock in the surveys from different voyagers 
around the globe (Duffy, 2015). These audits and remarks is characterized as 
electronic verbal (E-WOM) (Duffy, 2015).  
• Payment Method: VECITA (2013) brings up that 37% of Vietnamese web clients 
would prefer not to convey internet business because of the installment strategy. 
IFC (2014) affirms that 75% of business studied in Vietnam is not inspired by 
online installment because of the low appropriation of Vietnamese client. Phi 
(2015) shows that there are just 2.43 million MasterCard clients in Vietnam back 
to 2013. The number is very low contrasted with different nations on the planet. 
As charge card is the key point for online installment strategy, the low number of 
Visa clients clarifies the low rate of online installment appropriation in Vietnam.  
• Vendor's reputation: According to VECITA (2014), Vietnamese online purchasers 
have a tendency to pick online merchants that have great notoriety to evade 
dangers. As specified above, there are many tricks and fakes occurred in 
Vietnam identified with online installment. Indeed, even exceedingly notoriety 
organizations which are controlled by the legislature, for example, Vietnam 
Airlines, Vietcombank are likewise got issue with online security (Sy et al, 2016; 
Phuong, 2016). Therefore, a large portion of Vietnamese online seller tend to 
utilize COD installment technique to stay away from the security dangers, in any 
case, that is not a long haul arrangement (PCWORLD Vietnam, 2015). Keeping in 
mind the end goal to make web based business take off, building the notoriety 
for online sellers is more imperative.  
• Booking devices: Online shopping by means of cell phone (m-business) is getting 
increasingly well-known these days on account of its convenience (June, 2014). 
VECITA (2015) affirms that numerous Vietnamese has changed from portable PC 
and PC to cell phone for interfacing web. Be that as it may, the quantity of online 
customer utilizing portable application is relative low because of security issues 
(Gurau et al, 2009). Likewise, June (2014) additionally recommend that a man 
creativity likewise impact the selection of m-trade.  
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Thus from serious survey of written works, the examination display has been made as 
following: 
 
 
Figure 3: Proposed research model 
 
Hypothesis: 
 H1: People influence has positive effect on people intention to try online 
booking.  
 H2: User interface influence has positive effect on people intention to try online 
booking. 
 H3: Promotion influence has positive effect on people intention to try online 
booking. 
 H4: E-WOM has positive effect on people intention to try online booking. 
 H5: Payment method influence has positive effect on people intention to try 
online booking. 
 H6: Vendor’s reputation influence has positive effect on people intention to try 
online booking. 
 H7: Booking device influences people intention to try online booking. 
 
3. Methodology 
 
3.1 Sampling Method 
The outcome from an examination directed by VECITA (2015) calls attention to that 
81.5% of online business client in Vietnam is office specialists (60.8%) and understudies 
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(20.7%). Hence, the objective populace of this exploration will be centered around office 
laborers and understudies.  
 As per Statistical Office In Ho Chi Minh City - an administration office 
accountable for measurement (2011), there are around 7.5 millions individuals living in 
Ho Chi Minh city. It is evaluated that the work compel in this city is around 2.3 millions 
individuals in 2010 (Statistical Office In Ho Chi Minh City). Then again, Linh (2011) 
calls attention to there are 500,000 understudies are additionally living in Ho Chi Minh 
City. Subsequently, the objective populace of this exploration is around 2.8 millions.  
 Zickmund et al (2009) proposes there are two mainstream procedures of testing 
as following: 
 Probability sampling: An individual from every populace has meet opportunity 
to be chosen.  
 Non-probability sampling: Sampling unit is chosen in view of the individual 
judgment of analyst.  
 As specified over, the exploration from VECITA brings up that there are two 
sorts of applicants that are overwhelming the online customer classifications as office 
workers (60.8%) and students (20.7%). Accordingly, inspecting strategy ought to be 
coordinated to these two sorts of applicants, in this way, non-likelihood examining 
procedure is utilized. What's more, portion inspecting, which is a well-known 
examining strategy of non-probability sampling, enables analysts to separate the 
objective populace in subgroups and each gatherings fulfill the normal for the 
examination. As specified over, this examination is focusing on two gatherings that are 
office specialists (60.8%) and understudies (20.7%). In quantity inspecting, each 
subgroup has a standard so the detailing of examining ought to be 3 office worker and 1 
student. 
 
3.2 Data Collection Method 
This exploration gathers both primary and secondary data. The optional information is 
gathered by means of course readings, research journals, text books, online magazines 
and newspapers from licensed sources. The essential information is gathered utilizing 
survey disseminated on the web. The poll is created in light of the escalated survey of 
writings. The questionnaire has 64 questions as following:  
 10 multiple choice questions related to participants’ demographic profiles. 
 54 scale question using Likert’s 7 points scale as ‚Strongly Agree, Agree, 
Somewhat Agree, Undecided, Somewhat Disagree, Disagree, Strongly 
Disagree‛. These questions are divided into 9 parts based on the variables 
mentioned above. 
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There are 50 surveys circulated to members for pilot testing. The dependability of pilot 
testing has been figured utilizing Cronbach's Alpha technique, and the Alpha outcome 
is over 0.7 which is worthy. After pilot testing, 600 surveys have been conveyed and 380 
gathered back. After information screening process, there are 326 cases is utilized for 
breaking down the aftereffect of this exploration. 
 
4. Results 
 
4.1 Participants’ Demographic Profiles 
The number of inhabitants in members can be depicted as for the most part from 18-29 
years of age (53%), 52.5% of them are female which is practically identical to the 
exploration directed by VECITA (2015). 59.5% of the populace has four year college 
education, 40% of them are fulltime specialists, and 20% of them are understudies. They 
all have the high web utilization rate which is from 3-9 hours for each day (92%) and 
the greater part of them utilizes cell phones and PC to interface with the web. 
Notwithstanding, the advanced mobile phones is the most well-known (43.9%). The 
spellbinding measurement about the appropriate response of respondents is directed 
utilizing SPSS. The mean score for every one of the appropriate responses is from 4.62 
to 5.41 which demonstrate the inspirational mentality. 
  
4.1.1 Reliability 
The data has been processed reliability test using Cronbach’s Alpha, inter-correlation 
test is also applied. The following is the result of reliability test: 
 
Variables Cronbach’s Alpha 
People Influence 0.712 
User Interface 0.732 
Promotion 0.726 
Electronic Word of Mouth (E-WOM) 0.792 
Payment Method 0.744 
Vendor’s Reputation 0.734 
Intention to Try 0.747 
Figure 4: Reliability Testing 
 
4.2 Hypothesis Testing 
Hypothesis testing is applied using SEM-PLS conducted via Smart PLS version 3. The 
structural equation model shows the result that some hypothesis is supported and some 
are not supported as following table: 
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Hypothesis Direct Effect Path Weigh P Values Result 
H1 PI  INTT .247 .000 Supported 
H2 UI  INTT .097 .000 Supported 
H3 PRO  INTT .249 .000 Supported 
H4 EWOM  INTT .014 .792 Not Supported 
H5 PAY  INTT .264 .047 Not Supported 
H6 REP  INTT .184 .000 Supported 
Figure 5: Hypothesis Testing SEM-PLS 
 
The table above shows that only hypothesis H4 and H5 is not supported due to p > 
0.005. Among those other hypothesis, people influence, payment method and frequency 
of past trying has strongest effect on intention to try online booking. On the other hand, 
promotion, booking device and vendor’s reputation also effects on intention to try 
online booking. As a result, the complete variable relationships model is illustrated in 
following figure: 
 
 
Figure 6: Structural Equation Model 
 
4.3 Booking Devices as moderating variable 
A few SEM-PLS test has been directed in view of the auxiliary condition show with a 
specific end goal to discover the distinctions from individuals who are utilizing diverse 
booking gadgets, for example, PC, Laptop, Smart Phones, and Tablets has been led. The 
aftereffect of this test is as following table: 
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 PC Smart Phones Tablets Laptop 
PAY  INTT .281 .229 .495 .340 
PI  INTT .218 .297 .275 .161 
PRO  INTT .271 .246 .296 .313 
REP  INTT .270 .261 .090 .197 
Figure 7: Factors influence intention to try online booking by internet connecting devices 
 
The table above demonstrates the contrasts between various booking devices and the 
client aim to attempt web based booking. For PC clients, the four elements are very 
adjust going from 0.218 to 0.281. If there should arise an occurrence of advanced smart 
phone clients, people influence is the most imperative factors that inspire this gathering 
to attempt web based booking. There is a noteworthy diverse in the gathering of tablet 
clients, they are considered about payment method twofold than different gatherings 
and they are not by any means affected by merchant's vendors’ reputation. Finally, the 
gathering of portable PC clients is considered generally about payment method and 
promotion. 
 
5. Discussion 
 
5.1 Summary of Findings 
In the previous couple of years, web based booking has turned out to be increasingly 
famous in tourism industry. There are many investigates have been led attempting to 
discover which factor affecting individuals to embrace this new innovation. Be that as it 
may, there are a couple of them concentrating on discovering which factors impact web 
client to attempt web based booking. Rogers (1983) calls attention to triability is 
imperative amid the advancement appropriation prepare. Subsequently, this 
exploration is concentrating on discovering which factors impact individuals to attempt 
internet booking before embracing this new innovation keeping in mind the end goal to 
give systems to online travel retailers.  
 The choice of populace of this exploration depends on the consequence of 
VECITA (2015) measurement of web based business in Vietnam 2015. Along these lines, 
the objective populace concentrates on individuals who are less than 40 years of age 
who are office specialists and understudies. There are 600 survey has been dispersed 
and 400 has been gathered. Amid the information screening process, 74 cases have been 
expelled so the inspecting size of this examination is 326.  
 The aftereffect of this examination demonstrates that payment method has the 
most astounding impact on Vietnamese choice to attempt web based booking. This can 
be clarified by a great deal of embarrassments identified with online installment as of 
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late in Vietnam. Indeed, even some high notoriety enterprise keep running by the 
administration, for example, Vietnam Airlines, Vietcombank got issue with online 
installment and information protection (Phi, 2015; Sy et al, 2016).  
 People influence has the second most grounded impact on individuals' goal to 
attempt web based booking. Vietnamese web users are additionally worry about 
payment method. Moreover, they are likewise affected by the promotion, and seller's 
reputation. This outcome mirror the discoveries from Hisotugi (n.d) that Asian 
individuals are less demanding impacted by their companions, family and even entire 
outsiders.   
 Promotion likewise assumes an imperative part to persuade individuals to 
attempt a development (Rogers, 1983). The aftereffect of this examination calls attention 
to a few gatherings of web clients are emphatically affected by promotional strategies. It 
is plausible on the grounds that a considerable measure of aircrafts working in Vietnam 
has utilize this strategy to pull in new clients, for example, Vietjet Air, Jetstar Pacific, 
Airasia, and so on.  
 Vendors’ reputation is likewise a matter of concern, notwithstanding, the vast 
majority of Vietnamese book air tickets online which are significantly appropriated by 
Vietnam Airlines, Vietjet Air and Jetstar Pacific and every one of them are syndication 
in this market. Along these lines, this factor ought to have less concern contrasted with 
different variables.  
 In outline, the outcome from this examination calls attention to factors that 
impact the goal to attempt web based booking of Vietnamese. The most essential 
components are people influence and payment method. Subsequently, business can 
depend on this exploration to plot some appropriate systems keeping in mind the end 
goal to pull in more individuals to attempt web based booking since the e-commerce in 
Vietnam is developing quickly. 
 
5.2 Managerial Implications 
The majority of business sorts their client database in light of the clients' statistic profile, 
in this manner, this exploration additionally brings up proposal in view of the clients 
statistic profile. The suggestions are as following:  
 PC users are searching for the harmony between payment method, promotion, 
people influence and vendors’ reputation. These four factors practically have 
break even with impact in their choice.  
 Smart phone users concern most about people influence. The three different 
components are somewhat lower than individuals’ impact, and they are similarly 
impact the aim to attempt web based booking.  
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 Tablets (iPad) clients concern most about payment method. They additionally 
concern similarly about people influence, and promotion is a tad bit higher than 
people influence. In any case, they are not by any means worry about vendors’ 
reputation.  
 Laptop clients concern most about payment method and promotion. They 
additionally have worry about people influence and vendors’ reputation, 
nonetheless, their worry is not as much as PC and advanced cell clients. 
 
5.3 Limitations 
This research has a few confinements that lessen the validity and its result. Members' 
statistic profile is one of the real impediments of this examination. Because of the time 
compels, this examination can't research the distinctions reactions from individuals 
with various profession foundations. Likewise, the real gathering of members 
concentrates on individuals who are under 30 years olds as suggested by VECITA 
(2015), in this way, the outcome for the gathering that are more established than 30 
years of age is not as solid as alternate gatherings.  
 This research demonstrates that the connection between electronic informal 
(EWOM) and aim to attempt web based booking theory is not upheld in Vietnam 
presently. Be that as it may, there are inquires about that demonstrated electronic verbal 
exchange have impacts to online travel bookers in some different nations and areas of 
the world. Thus, this is likewise a restriction of this examination. It is prescribed that 
EWOM ought to be examined more in future inquires about.  
 Above are constraints of this research. They are identified with time compels, 
members' statistic profile and the constraint of past looks into about internet booking 
trial. This is prescribed that more examines about this issue ought to be directed sooner 
rather than later since most organizations need to persuade individuals to attempt web 
based booking before they really embracing this innovation. 
 
5.4 Recommendations for Future Researchers 
Future researchers should investigates more about the associations between different 
measurement profiles of individuals to the extent pay, work, marital status, family, et 
cetera with a particular true objective to give more quick and dirty proposition to online 
travel retailers.  
 It is recommended that future researchers may inquire about the effect electronic 
verbal (EWOM). On the other hand, it is endorsed future researcher to coordinate 
further research related to this field in perspective of more ebb and flow theories, for 
instance, Theory of Trying (Bagozzi et al, 1990)  
 
Tran Viet Nhan, Arun Kumar Tarofder, S. M. Ferdous Azam 
IMPORTANT DETERMINANTS FOR ONLINE BOOKING TRIALS IN HO CHI MINH CITY, VIETNAM
 
European Journal of Management and Marketing Studies - Volume 2 │ Issue 3 │ 2017                                                  164 
The eventual outcome of this investigation exhibits UI impactsly affects objective to 
endeavor online booking in Vietnam. Nevertheless, various associations in wherever all 
through the world are putting on improving UI with a particular true objective to 
upgrade customer experience. In like manner, this factor should be investigated more.  
 In addition, the association between online shopping and online booking should 
be investigated. It is recommended that the association between restricted time systems 
from electronic shopping may incite desire to endeavor online booking should be 
investigated.  
 Finally, this research show should be upgraded later on by including more 
factors and theory. Besides, testing the association between people affects, progression, 
UI, booking contraptions, trader's reputation and repeat of past endeavoring is similarly 
exceedingly proposed. 
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